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ABSTRACT 
Personalization is a recent product development 
trend in the office equipment industry. In addition, 
the trade pattern nowadays is shifting towards more 
value-added goods and the trend is from wholesale to 
retail. 
The objective of the study is to exploit the 
possibility of setting up specialty retail outlets to 
distribute personal office equipment under J ardine 
Office Systems. This paper is, in fact, an attempt to 
supply the necessary marketing information for future 
strategic development decision. 
The focus of the study is to conduct a customer 
perception survey in order to understand customer's 
attitudes towards the specialty shop operation. 
Altogether 500 questionnaires were sent out and 18 
questions were asked in the questionnaire. The data 
collected were then analyzed by means of percentage 
comparison and cross-tabulation analysis. A breakeven 
analysis was also performed in order to justify the 
financial feasibility. 
The customer perception survey indicated positive 
response from customers towards the specialty retail 
concept. The breakeven analysis also showed that the 
project was financially feasible. As a whole, the 
overall research findings are favourable to the 
development of such a retail operation. 
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Jardine Office Systems is engaged in the 
marketing and distribution of business machines, systems 
and office supplies products. The organization is 
structured by product lines into eight major marketing 
departments (Appendix 1). Apart from Canon Personal 
Business Department and Office Supplies Department which 
distribute products mainly through wholesalers and 
retailers, 
endusers 
all other departments sell 




Most of the products marketed by Jardine Office 
Systems are from Canon. In most cases, Canon is amongst 
the top three brands in the Hong Kong market. Computer 
Systems Department distributes Canon personal computer 
and peripherals as well as Novell Local Area Network 
(LAN). Office Supplies Department handles Esselte Dymo 
products, most of which are market leaders. 
Sharing the leading position with Gilman Office 
Machines, Jardine Office Systems is one of the most 
established office equipment vendor in the industry. It 
has a vast customer base which forms a valuable source 
of recurring income and has a large professional sales 
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force. The goodwill of Jardines and the brands, tha t 
the company represents, are able to infer strong 
confidence amongst potential target customers. 
The operation itself, 
problems. 
however, is not without 
i) Canon remains the single largest supplier on which 
the business depends heavily. The slackening 
growth of Canon products hinders a lot the 
expansion rhythm of the company. 
ii) Slow down in growth of major product lines and 
surge in operating overheads will undermine the 
performance in the long run. 
product segments are stagnant. 
Certain conventional 
Moreover, maturity 
of the market and technology have made product 
differentiation increasingly difficult and added 
difficulty in marketing. Identification of 
potential marketing opportunities is needed in 
order to maintain the targeted growth rate. 
iii) There is a growing reliance on dealers in the 
distribution of low-end office equipments in order 
to maximize operation efficiency and to gain 
greater market coverage. However, this also 
increases the business vulnerability and risk of 
losing direct market control since the enduser base 
will fall in the hand of dealers. While the 
bargaining power of dealers is much stronger 
nowadays, dealer loyalty is becoming very difficult 
to maintain. 
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iv) Manufacturers tend to rely less on distributors to 
market their products since local market 
information and know-how are much easier to obtain 
in the era of rapid improvement in electronic 
communication. As the distributor of a number of 
reputable brands, Jardine Office Systems has to 
justify its position by understanding clearly its 
added value and its role in the total distribution 
system. 
The corporate objective of Jardine Office Systems 
is to become the strongest office equipment vendor and 
to surpass Gilman Office Machines. The targeted growth 
percentage should be in the range of 15%-20% per annum 
throughout the three years from 1990 to 1992. 
In view of the volatile market scenery and keen 
market competition, it will be a management challenge to 
achieve consistently such a high growth target. An 
action plan has to be formulated to tackle the problems 
facing the company and to capture potential market 
opportunities. Apart from an integrated A & P and 
market awareness program to build up product images and 
create users' demand, Jardine Office Systems also try 
to think of creative distribution strategy in order to 
maximize market coverage and open up new channel outlets 
for the target market segments. 
The Office Equipment Market 
The office equipment market is a buoyant market in 
general. The industrial growth rate is estimated to be 
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around 10 % - 15 % per annum. However, the recent China 
turmoil and inflation will slow down the economy and 
market demand. The short to medium-term prospect of the 
industry is uncertain. On the other hand, the drastic 
price reduction of electronic products as a result of 
intense competition and the growing affluence of the 
population contribute to the emergence of a sizable new 
market sector for household and personal applications. 
Personalization is a trend in recent office 
automated (OA) product development. A category of 
personal OA items appears in the market including 
cellular 
computer, 
mobile telephone ( CMT ) , lap-top personal 
personal facsimile receiver, personal copier 
and personal electronic typewriter. The target segment 
is 'Personal and home office' market which includes 
business executive, entrepreneurs, professionals, 
and even students. All personal journalists 
equipment are compact in nature, portable in 
easy to operate. 
business 
size and 
The industry as a whole lacks a mature and 
effective distribution channel to tap the personal/home 
market. This represents a specific market niche if one 
can identify a cost effective channel to sell the 
appropriate personal office equipments to the mass 
personal market. 
There is a growing number of retail outlets 
specializing in selling telecommunication products. The 
pioneer in this area is Communication Services Limited. 
( CSL ) . Taking advantage of its close relation with the 
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Telephone Company, CSL shops are perceived as the 
'endorsed' supply center of telecommunication products 
including telephone sets, keyline and PABX systems, 
mobile telephones, and even facsimile transceivers. 
Other key players are Tricorn Phone Shops and Phonemate 
Shops operated by Cable and Wireless Systems. The fact 
is that all these retail chains are trying to diversify 
to include a greater variety of products and they have 
already started to sell OA products such as personal 
computers, laptops and personal copiers. Judging from 
the development trend, more vendors are now aware of the 
probability to sell personal office equipment down at 
the retail level. Anyhow, a specialty retail outlet for 
personal office equipment is still lacking in the 
market. 
Action Adopted 
A number of actions were adopted in order to capture 
market opportunities and to fulfill the growth objective 
of Jardine Office Systems. One of which was to conduct 
a market survey to study the feasibility of setting up 
retail outlets for the distribution of personal office 
equipment selling under Jardine Office Systems. The 
rationales behind were as follows: 
i) It was to create an additional distribution channel 
to tap the expanding personal home market and 
contribute to the growth objective of the company. 
In fact, the exploitation of the potential of 
personal/home market would be a key strategic 
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direction of Jardine Office Systems next year. 
Before the consideration of establishing own retail 
outlets, a direct sales team to tackle the personal 
market using cellular mobile telephone as the 
penetrating item had been set up. 
ii) It was to grasp tight control of the distribution 
system and minimize the business vulnerability of 
relying too heavily on dealers in particular in the 
distribution of low-end business machines. The 
position of Jardine Office Systems as a value-added 
distributor could be greatly enhanced and this 
strengthened its bargaining power with existing as 
well as potential suppliers. 
iii) It was to enable diversification into other brands 
and products without hurting too much the 
relationship with Canon. This eliminated the risk 
on over-reliance on Canon products in 
expansion. 
Objective of Study 
future 
The primary objective of the study was to determine 
whether there was a real potential and need for 
establishing a retail arm for Jardine Office Systems in 
the distribution of personal office equipment products. 
If the existence of such a specific market niche could 
be confirmed, 
venture. 
the management could go ahead for the 
Apart from the customer perceptions and acceptance 
towards the retailing concept for personal office 
equipment, 
considered: 
the following aspects should also 
7 
b e 
i) the key considerations that might affect one's 
decision to purchase through a retail outlet, 
ii) the kind lof products that potential customers would 
like to shop in the outlets, 
iii) the demographic characteristics of the potential 
customers, and 
iv) the breakeven sales level of an average specialty 





The feasibility study consists of a customer 
perception survey, personal interviews with senior 
officials in the trade and a break-even analysis for 
financial justification. 
Customer Perception Survey 
The focus of the study was the customer perception 
survey with the objective to understand customer 
perceptions of buying personal office equipment through 
a specialty retail outlet, and to identify those key 
factors which affected one's decision to purchase 
personal office equipment through a retail outlet. 
Data Collection Method 
The customer perception survey was basically a 
cross-sectional, one-shot study and was conducted in the 
natural environment which was a non-contrived setting. 
The method was to survey a sample of Jardine Office 
Systems customers, who had purchased either a personal 
fax, personal copier or other personal office equipment 
items in the past, by mailing questionnaires. 
The reasons of selecting the Jardine Office Systems 
customer base were that the population list was readily 
available and they were expected to give a higher 
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response rate. 
Focus Group Study 
Before a detailed research study was started, a 
preliminary qualitative survey had been organized to get 
some insights and directions so that the mailing 
questionnaires required in the following stage could be 
much better and sensibly structured. A special report 
on this Focus Group Study was attached in Appendix 11 
for more details. 
Questionnaire Design 
The questionnaire had 18 questions which were all 
close-ended. Both a English version and a Chinese 
version were provided to ensure the readers fully 
understood the questions. 
The questionnaire was also designed in such a way 
that answers to the questions would provide information 
which would reveal the attitude of the potential 
customers towards the retailing concept for personal 
office equipment. 
A specimen of the questionnaire was attached in 
Appendix Ill. Note that the questionnaire was revised 
after a pretest had been carried out within Jardine 
Office Systems. 
Sample Design 
Altogether a total of 2,391 personal business 
equipment users were drawn by computer from the Jardine 
Office Systems clientele base which consisted of 18,500 
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customers. Owing to time and budget constraints, it was 
not possible to send questionnaires to all those 2,391 
customers. Instead a random sample of 500 customers was 
selected from the 2,391 personal business equipment 
users by a simple random sampling method. 
Data Collection 
500 sets of questionnaires were sent out together 
with self-addressed, stamped return envelopes. In order 
to improve the response rate, free gifts of Canon 
electronic calculators were given to the first 50 
respondents as incentives. As a consequence, 56 
respondents returned the answers within seven days. 
Those answers were then encoded and input into the 
computer for data analysis. 
Method of Analysis 
A standard personal computer program called SPSS 
(Statistical Package for Social Science) was used for 
data analysis purpose. Throughout the analysis, 
percentage comparison and cross-tabulation were the two 
major analytical techniques employed. 
Percentage analysis was used because of the clarity 
with which it conveyed information and the ease with 
which it allowed comparisons to be made. Cross-
tabulation was used not only because it helped discover 
those factors which influenced the overall results but 
also because it could help further understand the 
relationships between variables. 
11 
Limitations of the Study 
The group of 2,361 Jardine Office Systems current 
users was somehow a biased picture of the total market 
population. Most of them had already shown admiration 
and confidence to the Canon brand and Jardine Office 
Systems as a vendor. 
However, owing to the large size and diversity of 
the Jardine Office Systems clientele base, it was found 
that the research findings could be generalized to 
describe the overall market phenomenon to a very large 
extent. 
Personal Interview 
Apart from the customer perception survey, 
unstructured personal interviews with senior officials 
in the relevant retail trade were conducted in order to 
acquire a deeper understanding of the retail operations 
and to seek expert opinions in regard to the personal 
office equipment retail concept. Miss Catry Liu, 
Manager of Copykat printing center, Mr. Dennis Lui, Ex-
official of Cable and Wireless Systems Limited and Mr. 
Chan Cho Nam, Official of Communication Services Limited 
were interviewed and their personal opinions were con-
sulted. 
Breakeven Analysis 
A breakeven analysis was performed so as to 
determine the breakeven sales level and to see if the 
project was financially feasible. Based on the input of 
the trade experts, key expense items such as rental, 
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staff cost, decoration and depreciation expenses were 
identified and projected. A breakeven sales level for 
an average specialty shop was then determined. An 
analysis and projection on the sales mix was also 





Based on the feedback from the 56 respondents, the 
research results could be generalized with the use of 
percentage comparison analysis and cross-tabulation 
analysis. It should however be reminded that the 
respondents were all current customers of Jardine Office 
Systems and a certain degree of bias in the result was 
expected. 
Demographic Characteristics 
The demographic characteristics of the respondents 
were shown in table Al to AS. They were mainly male of 
age over 
Regarding 
30 and with monthly salary over HK$15,000.00. 
the occupation, they were 
executives and administration managers. 
mainly senior 
The majority of 
the respondents were from different industry with around 
20 percent of them were from import/export trade. 
Generally speaking, the sample could give a good 
representation of the target market group, that included 
business executives, entrepreneurs and professionals. 
Table A6 to AIO were cross-tabulation analysis 
showing the relationship between the various demographic 
attributes and the confidence of respondents towards the 
specialty shop. A scoring method was devised with the 
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objective to eliminate the composition factor ln the 
sample. The formula of the score calculation was: 
Score = 100 X (Percentage Confident Percentage Not 
Confident)/Percentage Composition 
According to the cross-tabulation 
findings, female was more positive to this 




People with monthly salary over HK$10,000 also showed 
good confidence in buying from the personal office 
equipment specialty shops. As far as the age group was 
concerned, people of age between 25 to 35 demonstrated 
the highest level of confidence towards the concept. On 
the other hand, the variation in score amongst different 
business industries was very minimal indicating that 
there was no obvious correlation between nature of 
business and customer confidence. 
Demand and Usage 
The demand for personal business equipment products was 
great. From Tables B1 to B14, most of the respondents 
had experience in purchasing products for personal home 
or personal office uses. Usages of those machines 
varied from one type to another but a majority of 
respondents would treat them as personal efficiency 
products 
matters. 
for handling office or business related 
This research had no intention to project a market 
demand forecast for personal business equipment. In 
fact, some follow-up market researches on individual 
1 5 
product segments were required in order to derive the 
total demand. For the time being, it was however very 
clear that there was a strong tendency for more people 
to buy business equipment in future and this held 
particularly true for those who were already users. A 
summary of the findings (Table Cl to Table C7) were 
shown as follows: 
Never brought/will not buy 
Past Future % charge 
Personal Typewriters 15% 16% 7% 
Personal Copiers 35% 19% 45% 
Personal Facsimiles 28% 19% 32% 
Personal Computers 33% 10% 70% 
Laptop Computers 74 % 33% 55% 
Cordless Telephones 41% 20% 51% 
Mobile Telephones 61% 28% 54% 
The above summary showed a growing acceptance of 
personal business equipment among the respondents. For 
technology products such as personal computers, laptops, 
cordless telephones and mobile telephones, the growth in 
demand was particularly obvious and they were supposed 
to be the pillar items in a model specialty retail shop 
for personal business equipment. 
Channel Preference 
The percentage comparison analysis from table Cl to 
Table C7 showed that people were more inclined to buy 
personal business equipment through retail outlets than 
to buy through the direct sales channel. Customers 
would like to visit OA shops to buy personal 
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typewriters, personal copiers and facsimile receivers. 
As for personal computers and laptops, people would like 
to buy from computer byte shops. Regarding 
telecommunication products like mobile telephones and 
cordless telephones, people would prefer to buy from 
specialty outlets such as CSL and Phonemate shops. The 
implication was that customers would tend to have more 
confidence on those retail outlets which could project 
themselves a specialist image in the relevant trade 
segments. 
From Table Fl and Table F2, the general confidence 
level of customers on a personal business equipment 
specialty shop ranged from 'Neutral' to 'Quite 
Confident'. This suggested that a majority of people 
had confidence in buying from this specialty retail 
outlet. Moreover, 40 percent of the respondents agreed 
that products bought from the specialty retail shop were 
of good quality. Seven percent of the respondents 
disagreed with the statement while the balance 53 
percent remained to be neutral. 
Key Considerations To Buy 
One of the objectives of the customer perception 
survey was to identify the key considerations that might 
affect one's decision to purchase through a retail 
outlet. Factors like brand name and reputation of 
vendors, shopping habits, shopping environment, shop 
location and product price were discussed in the 
following paragraphs. 
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Brand Name and Vendor Reputation 
From Table 01, brand name was found to be a very 
important consideration in buying personal business 
equipment. 85 percent of the respondents believed that 
brand name was important. Cross-tabulation analysis in 
table 014 indicated that customers would have confidence 
in buying if the brand had good reputation. 
People usually had a brand in mind while buying 
personal business machine equipment and this was shown 
in Table 02. Cross-tabulation analysis in Table 013 
showed that customers would have more confidence in 
buying if he had already got a brand in mind. 
84 percent of the respondents in Table 03 would 
expect to have a wide selection of brands for - their 
choice in a specialty retail shop. Cross-tabulation 
analysis in Table 015 indicated that customers would 
feel confident in buying if there was a wider selection 
of brands in the shop. The multiple 
should definitely have an edge over the 
concept in retail shop operation. 
brand concept 
single brand 
Table 04 to 010 indicated the brand preference for 
the various personal office equipment products. Canon 
was the most welcomed brand for personal typewriters, 
personal copiers and personal facsimile receivers. The 
findings were somehow biased since all the respondents 
were current Canon users. However, based on a market 
research done by Frank Small & Associates on behalf of 
Jardine Office Systems in late 1988, Canon was the 
market leading brand in personal electronic typewriter 
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and personal copier business occupying 40 percent and 60 
percent market shares respectively. 
Canon was not a well-known brand for computer 
products. The most acceptable brand of personal 
computers laid in the category of others, for examples, 
IBM PS/2 and Apple Macintosh. No significant dominant 
brand was identified for laptops in the survey findings 
but it was believed that Compaq and Toshiba were by far 
the most welcomed brand in the market. Panasonic was 
named as the best brand for cordless telephone. As for 
mobile telephone, the most welcomed brand fell again in 
the category of others and they were brands such as 
Motorola, Mobira and Mitsubishi. 
Vendor 
considered. 
reputation was another factor 





respondents thought that reputation of vendor was 
important in making buying decision. A similar question 
on vendor reputation was also asked in the Frank Small 
Research done earlier for the Company and that survey 
gave the similar findings. In fact, the cross-
tabulation analysis in table D12 indicated that 
customers would have confidence in buying if the vendor 
had good reputation. 
Shop Location 
From Table El, those personal business 
specialty shops should best be located in 
equipment 
the busy 
commercial districts like the Central, Tsimshatsui and 
Causeway Bay. Cross-tabulation analysis in Table E9 
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also showed that customers had more confidence to bu y i f 
those shops were located in the Central and Tsimshatsui. 
Shopping Habit 
As shown in Table E2, most respondents would like 
to select the machines in the shops without much 
interference and they also preferred to have hands on 
experience on the machines before making purchase 
decision. Table E10 and Ell indicated that people would 
have greater confidence to buy if they were given 
freedom to select the machines. 
From Table E4, 89 percent of the respondents 
claimed that they would do their own shopping. Quite a 
number of them (47 percent in table E5) enjoyed shopping 
around and visiting different shops for comparison. 
Table E12 indicated that customers showing confidence in 
personal specialty shops normally did their own 
shopping. On the other hand, Table E13 showed that 
there was no significant correlation 






As shown in Table E14, the amount of time spent in 
the buying process had no direct influence on customer's 
confidence in buying the machines. However, findings in 
Table E7 illustrated that 46 percent of the respondents 
preferred the buying process to be less time consuming. 
Customer convenience was a point to be considered in 
setting the operation procedures of the specialty shop. 
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Price 
Price was a key factor in the consideration to buy 
and 86 percent of the respondents in Table E8 held this 
attitude. Cross-tabulation analysis in Table EIS also 
showed that there was a direct correlation between 
customer's confidence towards specialty shop and 
customer's price consciousness. A competitive price 
should be offered for products sold in the retail shops 
in order to attract customers. 
Summary of Findings 
Generally speaking, the survey findings disclosed 
the positive attitude of our respondents towards the 
personal office equipment specialty shop concept. A 
majority of them showed good confidence on the retail 
shops and believed the products sold through the shops 
were of good quality. Our potential customers were 
younger business executives of the age 25 to 35 with 
monthly salary over HK$IO,OOO.OO. 
Based on the survey findings, it was not possible 
to produce a final list of products to be sold through 
the specialty retail channel. Nevertheless, there was a 
growing tendency for people to buy those tested personal 
business equipment down at the retail level. For up and 
coming new products, it could safely infer that they 
would also be suitable for distribution through this 
channel. 
Regarding the key considerations for making buying 
decision, factors like brand name and vendor reputation, 
2 1 
shop location, shopping habit and product price were al l 




The customer perception survey findings in Ch~pter 
III indicated a positive response from customers 
towards the specialty retail shop concept for personal 
business equipment. In this chapter, a breakeven sales 
analysis would be conducted in order to determine the 
breakeven sales level and to justify the financial 
feasibility of the investment. Before performing the 
financial analysis, it would be appropriate to study the 
personal interview findings so that expert opinions and 
comments could be incorporated in the final assessment. 
Personal Interview Findings 
Individual unstructured interviews were conducted 
in mid-March and early April The three interviewees 
were able to express freely their opinion and ideas on 
the retail trade. Some of the general findings were 
summarized as follows: 
i) They all expressed interest in the 
business equipment specialty retail 
personal 
concept. 
Judging from their experience on retailing, they 
believed the concept could be successful. 
ii) The retail industry was in general booming. The 
'June 4 event' however had an adverse impact on the 
growth of the industry. Nevertheless, they all 
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showed good confidence on the continual prosperi ty 
of the retail business in the long run. 
iii) The key factors that might undermine a retail 
operation were the skyrocketing rental cost and 
labour shortage. The inflating operation expenses 
could turn a profitable business into loss in spite 
of strong market demand. 
iv) The image of the specialty shop and the reliability 
of products sold through the shop were important 
factors for successful operation of a retail 
outlet. Decoration was also important in order to 
project a good shop image and to attract customers 
to come. 
v) Product variety should be large enough to attract 
different customers. Fast moving, traffic building 
items should be included in the product portfolio 
of the shop even though some of them were of low 
profit margins. Items with high profit margins and 
steady market demand should also be available and 
they would be treated as key revenue generators for 
the profitable operation of the shop. 
vi) Brand variety was important and multiple brands for 
a particular item were preferred. Brand image was 
also important in order to keep good shop image and 
maintain customer confidence. 
Questions on sales turnover and sales mix of CSL 
shops and Phonemate shops were put forward during the 
interviews in order to obtain a better understanding of 
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the profitability of the operation. Detailed figu res 
could not be disclosed because of business sensitivity 
but approximation could be showed as follows: 
Sales Turnover 
Monthly turnover for an average CSL shop = HK$1.2 
million 
Monthly turnover for an average Phonemate Shop = 
HK$0.5 million 
Sales Mix 
Percentage of Total Sales 
(Percent) 
Profit Margin Phonemate CSL 
Single-line Phones 50% 10% 10% 
Super Telex 30% 10% 
Fax Machines 30% 10% 20% 
Keyline Systems 30% 30% 30% 
Mobile Telephones 30% 35% 30% 
Micro Computers 30% 5% 
Others 35% 5% 5% 
100% 100% 
==== ==== 
Based on the above figures, keyline systems and 
mobile telephone were the key profit generators for CSL 
and phonemate shops. This was in fact in line with 
their business nature as telecommunication specialist 
shops. Overall profit margin for an average shop was in 
the range of 30 percent to 35 percent. 
Determination of Breakeven 
Sales Revenue 
2 5 
Jardine Office Systems had some experience in 
operating retail outlets. They were the Copykat instant 
printing shops which were transferred from Jardine 
printing company a year ago. Copykat currently had 2 
shops located at Prince building and Great Eagle Center 
and the shop size in terms of floor space was about 500 
square feet and 700 square feet respectively. As far as 
shop location and shop size were concerned, the Copykat 
shops were very close to an ideal specialty shop for 
personal office equipment. Some of the expense data 
obtained from the Copykat shops thus could be referred 
in the breakeven analysis. 
According to Catry Liu of Copykat, the major 
expenditure items in operating a retail shop were 
rentals, decoration expenses, labour cost, management 
fees and air-conditioning fees. After a rapid increase 
in the past two years, the rental rate of commercial 
districts stagnated at high level. As informed by 
Jones Lang Wootton, the average rental rate for those 
commercial districts like Central and Causeway Bay 
ranged from HK$70.00 to HK$90.00 per square feet for 
shops in shopping arcades. For street level shops, the 
rental rate could go as high as HK$200.00 per square 
feet in the busy shopping areas. An ideal personal 
business equipment specialty should have a minimum floor 






HK$90.00 per square feet, the rental per 
around HK$63,000.00 per month inclusive 




Staff cost was another important element to be 
considered. The estimated monthly salary expenses for a 
shop manager and three staff were about HK$20,000.00. 
The total salary package would become HK$30,000.00 per 
month (HK$20,000.00 X 1.5) if pension and other fringe 
benefits were included. Total brokerage and commission 
expenses were estimated to be around HK$6,000.00 per 
month. 
Regarding investment in decoration, the normal rate 
charged by contractors would be around HK$200.00 to 
HK$300.00 per square feet a month. The total dec~ration 
outlays were projected to be HK$175,000.00 and the sum 
was subjected to a 3 years' straight line depreciation. 
The monthly depreciation expenses was HK$4,861.00. 
Electricity and management fees were estimated to 
be around 10% of the rentals and amount was HK$6,300.00 
per month. 
Advertising and promotion expenses were expected to 
be around one million Hong Kong dollars minimum since 
heavy advertising support was needed to promote and 
create customer awareness on the specialty retail shops. 
For the ease of calculation, the amount of money was 
allocated equally for 12 months so 
advertising 
HK$80,000.00. 
and promotion expenses 
the monthly 
would be 
The monthly expenses for a specialty retail shop of 
size of 700 square feet were summarized as follows: 
Salaries and fringe benefits 
Brokerage and commission 
Rentals (inclusive of rates) 
Depreciation on decoration 
Electricity and Management fees 








Total Expenses 190,100.00 
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Assuming the gross profit margin was 30 percent 
which was similar to that of CSL and phonemate shops, 
the breakeven sales level should be around HK$630,000.00 
per month for an average shop. Judging from the sales 
approximation given in the personal interview findings 
for CSL and Phonemate shops, the breakeven sales level 
of HK$630,000.00 was not too difficult to achieve. 
One last point to remind in the assumptions of 
analysis was that there would be no delivery cost 
involved. Customers were expected to pick up the goods 
on their own. Regarding payment method, customers had 
to pay cash or pay by credit cards. Credit terms would 
be granted to customers only on exceptional basis. This 
thus ensured a healthy cash flow for the operation since 
account receivables would be kept to the minimum. 





The customer perception survey and the breakeven 
analysis findings 
establishment of a 
were all favourable 





distribution of personal business equipment. If the 
decision is to get ahead with the venture, the following 
paragraphs are some recommended strategies made to the 
senior management of Jardine Office Systems. 
Product 
According to the survey findings and personal 
interviews, some ideas in regards to the product 
strategy has already come up. Basically, two to three 
items should act as profit generators, so they might 
represent 60 percent to 70 percent of the shop revenue. 
Those personal business equipment such as mobile 
telephones, laptops and personal facsimiles can be ideal 
items to be profit generators. 
Keyline telephone system is a marginal product for 
the specialty shop since it is not a personal item in 
strict 
demand 
sense. However, the product has a 
and has generated good profit 
high market 
to CSL and 
Phonemate shops. The recent acquisition of Metrolink, a 
telecommunication company distributing Northern Telecom 
Keyline telephone system, by Jardine Office Systems in 
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fact has opened up an opportunity for the specialty shop 
to sell also the Northern Telecom products. It is thus 
recommended that keyline products should be included in 
the specialty shop product portfolio. 
Apart from the profit generating items, the 
specialty 
building. 
shop should also contain items 
They are usually small but 
for traffic 
fast moving 
products such as batteries or consumable products like 
typewriter ribbons and fax paper. Regarding the more 
conventional office equipment products like electronic 
typewriters, personal copiers or calculators, they 
should be included to demonstrate a completed product 
portfolio and to satisfy diversified market needs. 
The following list is a suggested product portfolio 
























No single brand is strong enough to dominate all 
personal business equipment product segments. Canon is 
a very reputable name and is strong in the traditional 
office equipment segments such as typewriter, copier and 
facsimiles. Canon has no offer in mobile telephone, 
laptop and keyline system. Despite the good 
relationship with Canon, Jardine Office Systems has to 
diversify to handle other brands. The multiple brand 
concept should apply in the future strategic development 
of Jardine Office Systems. The specialty retail shop is 
a good vehicle for Jardine Office Systems to attract 
potential suppliers and to realize the multiple brand 
concept. 
Location 
Those personal specialty shops should be located in 
Central district, Causeway Bay and Tsimshatsui, which 
are the areas where our target customers would like to 
go shopping. For people will have greater confidence in 
the quality of the machines if the shops are located in 
prestigious shopping areas. Besides, those shops should 
also be operated in a chain to form a network so that 
the market could be properly covered geographically. 
Price 
Being a key consideration in purchase decision, 
selling prices in those retail outlets should be as 
close to the general market price as possible. On the 
other hand, profit margins should be kept in good 
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control in order to generate sufficient revenue to 
finance 
transfer 
the operation. Liaison with suppliers on 
price is essential. Moreover, a stable 
good 
but 
slightly premium pricing strategy should induce higher 
customer confidence. 
Advertising and Promotion 
A high 
investment is 
level of advertising and promotion 
required and the prime objective is to 
increase the market awareness of those specialty retail 
outlets. The advertising and promotion campaign must be 
able to project a prestigious shop image in selling high 
quality personal business equipment products. 
Ultimately, it must also be able to induce customer 
confidence and invite them to visit and buy. 
Apart from above-the-line activities, below-the-
line trade promotions and customer incentives should be 
organized form time to time to help acceleration of 
sales momentum. Staff incentives and trainings on 
product knowledge, presentation and demonstration skills 
as well as customer service attitudes are also important 





In this study, it was found how the target 
customers looked alike and what the major considerations 
were on buying personal business equipment through the 
specialty retail outlet. The general perception of 
customers towards this specialty shop concept was shown 
positive. 
The breakeven analysis confirmed the financial 
feasibility of such a retail operation. Key strategic 
directions were also figured out after considering the 
various key marketing aspects. However the skyrocketing 
rental rate and the shortage of labour problem were 
critical factors that might kill the whole concept. 
Perhaps, the next stage is to conduct a detailed market 
survey to estimate and justify the market demand and 
sales potential. 
In conclusion, the specialty retail shop is proved 
to be an appropriate channel for the personal business 





































































































































































































































































Focus Group Study 
Two focus group discussions were carried out on 
8th February, 1990 and 9th February, 1990 respectively. 
Participants were 'all male business executives including 
entrepreneur, banker, office purchaser and marketing 
professionals. The first group 'had twelve individuals 
whereas the second group had five individuals. Each 
group discussed for about 45 minutes. 
No structured questionnaire was set up 
discussions. Instead, the discussions were 
by the interviewer with the following questions: 
for the 
directed 
a. If you are considering purchase of some personal 
business machines, 
1. Who will you approach? 
2. Where will you go to? 
3. What is the usual channel? 
4. Will you consider going to a specialty shop 
or a well-rounded shop? 
5 • Under what circumstances or incentives will 
you consider going to such specialty shop and 
buy? 
6. What are the products which you are very likely 
to cons ider buying through this channel? 
Portable or not? 
7. What is the maximum price level will you expect? 
8. What about the location of the shops? 
(convenience -v- image/confidence) 
9. What about the decoration of the shops? 
10. Will the nature of the industry in which you 
are working be a factor? 
11. What kind of items do you expect to be shown 
in those specialty shops? 
12. Any other consideration? 
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b. Have you ever been to the telephone specialty shops 
like Phonemate, CSL, Tricorn etc.? 
1. If yes, have you ever bought anything? Why? 
2. If no, why haven't you gone there? 
anything wrong with them? 
Do you find 
It must be reminded that the above was a , qualitative 
research study to get insights about the feasibility 
of distributing personal business machines through 
retailing outlets, and it was not intended to produce 
any generalized findings in any quantitative sense. 
After the two discussions, the preliminary research 
findings are summarized as follows: 
1. Real needs and market size were questioned. 
2. Boundary between personal use and non-personal 
use seems to be not clear enough. 
3. Business executives may not bother to go there 
and instead they will delegate this job to the 
office equipment purchaser to call up salesmen 
or just make use of the product catalogues at hand. 
4 • The target of those shops should be for home use 
rather than office use. It is because customers 
would not prefer this channel for office use except 
there are sales promotional messages. 
5. The office hours of those shops should be extended 
to 7-8 p.m. for people to visit after office hours. 
A balance between office hours and non-office hours 
should be striked. 




so that th'e 
during lunch 





7 . ' Reliabili ty and i:he image of those shops are very 
important. Shop decoration is also a factor. 
8. This channel is different from direct sales. There 
should be no pressure and interference imposed 
on the customers. 
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Machines of , simple features but with multiple 
functions should be displayed in those shops. 
Product variety should be large. 










show products of 




Occupa t ion or indus try of 
should have no influence. 
factor is their needs. 
the business executives 
The only determ~ning 
13. The name of the shop have direct influence on the 
reliability of the products. 
14. It may not be necessary to have the idea of a right 
price level because those business exe:cutives -are 
usually not perfect customers. 
15 . Those shops should have a collection of home and 
office automation products. Business executives 
can gain benefits from frequent visits and be 
updated on the contemporary home and office automa-
tion technology. 
16. There should be options for customer to take away 
the products by their own or to choose the delivery 
service. 
17. There should be after-sales maintenance and 
repairing services at those shops without going 
to other specified locations. 
18. There should be at least 3 outlets strategically 
located to form a chain. 
19. There should be customer newsletters to give updat~d 
information on new products. And product catalogues , 
are to be mailed out to hold back customers. 
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APPENDIX 3 
1st March; 1990 
Dear Sir/Madam 
FEASIBILITY STUDY ON OPERATING SPECIALTY RETAIL SHOPS 
FOR PERSONAL BUSINESS EQUIPMENT PRODUCTS. 
We . are a group of Year 11 students in the Master of 
Business Administration programme of the Chinese 
University of Hong Kong. We are conducting a study on 
the feasibility to operate specialty retail shop~ for 
personal business equipment products such as personal 
computers, lap-top computers, personal fax, personal 
copiers, cellular mobile telephones ...•. etc. Being 
one of the personal business equipment ·users, you could 
make a valuable contribution to our understanding of the 
aforesaid subject by completing the enclosed 
questionnaire. 
We would appreciated it if you would respond to the 
questions frankly and directly. Your response will be 
kept strictly confidential. 
Please kindly return the questionnaire to us 
stamped return envelope by 10th March, 1990. 





Thank you very much in advance for your time and 
cooperation. 
Yours sincerely, 
Denis Li Kar Cheung 
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This questionnaire is designed to obtain a better understanding 
of customer's perceptions on buying personal business equipment 
products through retail outlets. Please answer each question 
and put a 'x' to indicate the most appropiate response. Thank 
you for your ·cooperation in completing the questionnaire. 
1. Have you ever bought any personal ' business equipment 
products through one of the following channels? 
Direct CSL/ Audio Book & Office 
from Phone Visual Stationery Dept. Equipment Computer 
Salesmen Shops Shops Shops Stores Shops Shops Others 
Personal Typewriter 
Personal Copier 





2. For future purchases, where would you prefer to buy 
personal business equipment products? 
Direct CSL/ Audio Book & Office 
from Phone Visual Stationery Dept. Equipment Computer 
Salesmen Shops Shops Shops Stores Shops Shops Others 
Personal Typewriter 
Personal Copier 






3. How confident are you that the products purchased from 











4. Approximately how many units of personal business 
equipment did you purchase during the past five years? 
o 1-2 3-4 5-6 7 or more 
Personal Typewriter 
Personal Copier 





5. For the past purchase of personal business machines, what 
are their intended areas of usage? 
Personal Typewriter 
Personal Copier 














Strong ly Strongly 
Disagree Disagree Neutral Agree Agree 
6. Personal business equipment specialty 
shops sell high quality products 
7. In your judgement what is the best brand of? 
Canon Ricoh Panasonic NEC Toshiba 
Personal Typewriter 
Personal Copier 








8. What are the best two locations for a personal business 
equipment specialty shop (Circle two)? 
1. Landmark/Exchange Square 
2. Harbour Centre/Tsim Sha Tsui 
3. Mong Kok 
4. Causeway Bay 
5. Kwun Tong 
6. Tsuen Wan 
9. Do you already have a brand in mind when you begin to 
purchase a personal business equipment 
Yes No 
10. When you walk into a shop, you are 
expecting to have a wide selection 
of brands for you r choice 
11. You enjoy shopping around for a 
personal business equipment 
4 1 
Strongly Strongly 
Disagree Disagree Neutral Agree Agree 
12. Will you do the shopping yourself when buying a personal 
business machines? 
Yes because 1. 
2 • 
3 • 




13. How important are the following factors affecting your 
decision to purchase a personal business machine? 
a. Price 
b. Reputat ion of the brand 
name 
c. Reputation of the vendor 
name 
d. It must not be time 
consuming 
e. I must select the 
personal business 
machines mysel f 
f. I must have hands-on 
experience on the 
personal business 
machines 
g. I must have a salesman 






Unimportant Unimportant Unimportant Important Important 
14. What was your approximate monthly salary? 
$10,000 or below 
$10,001 - $12,500 
$12,501 - $15,500 
$15,001 - $20,000 
$20,001 - $30,000 
above $30,000 
15. What is your age? 








Others please specify 
17. What is your profession? 















營 業 代 表 C S L 
直 接 洽 談 電 話 店 影 音 店 書 局 百 貨 公 司 商 業 器 材 店 電 腦 專 門 店 其 他 
手提打字機 — — . — 
個人影印機 : - _ 
個人傳眞機 _ _ _ 
私人電腦 — _ 
手 提 電 腦 . — — 
室內無綫電話 — _ 
流動電話 -
2.當你再需要購買個人商業器材時，你會選擇那些途徑？ 
營 業 代 表 C S L 
直 接 洽 談 電 話 店 影 音 店 書 局 百 貨 公 司 商 業 器 材 店 電 腦 專 門 店 其 他 
手提打字機 — — 
個人影印機 — — 
個人傳眞機 — 
私人電腦 ： — 
手提®flS — ： _ ^ _ _ . 
室內無綫電話 _ _ 
>瓜動電S舌 、 
3.你對個人商業器材專門店所出售的貨品有沒有信心？ 
沒有信心 不太有信心 中立 頗有信心 非常有信心 
4.在過往五年你大槪購買過多少部下列個人商業器材？ 
0 1-2 3-4 5-6 7或以上 
手提打字機 一 _ _ _ _ _ — 
個人影印機 _ _ _ _ _ _ — 
個人傳眞機 一 _ _ _ _ 
私人電腦 _ _ 一 一 ― 
’手提電腦 _ _ — — — 
室 內 無 綫 電 話 _ _ — _ _ _ _ 
流動電b舌 — — — 
4 5 
5.你以往所購買的個人商業器材是作爲什麼用途？ 







流 動 電 話 . 
6.{尔是否贊同個人商業器材專門店會出售高質素貨物？ 
非常不贊同 不贊同 中立 贊同 不贊同 
7.你認爲下列個人商業器材最佳的牌子是什麼？ 
錦嚢 麗確 樂聲 NEC 東芝 聲寶 其它，請註明 
手 提 打 字 機 — — — — — — 
個 人 影 印 機 — — — _ _ — — 
個 人 傳 眞 機 — — — — — — 
私人電腦 — — — — — — 
手 提 電 , — — — — — — 











非常不贊同 不贊同 中立 贊同 非常贊同 
4 6 
11 .你會喜歡逛公司購買個人商業機器嗎？ 









非常不重要 不重要 沒有關係 重要 非常重要 









$ 1 0 , 0 0 1 - $ 1 2 , 5 0 0 
$ 1 2 , 5 0 1 - $ 1 5 , 5 0 0 
$15，501-$20，000 

























Percentage Distribution by Salary 
$10,000 or Below 27% 
$10,001 - $12,500 9% 
$12,501 - $15,000 4% 
$15,000 - $20,000 11% ) 
) 
$20,000 - $30,000 18% ) 60% 
) 
Above 30,000 31% ) 
100% 
TABLE A2 
Percentage Distribution by Age 
Under 25 17% 
25 - 30 15% 
31 - 35 15% 
36 - 40 24 % 
41 - 45 13% 68% 
46 - 50 15% 
Above 50 2% 
100% 
TABLE A3 
























Percentage Distribution by Profession 




























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































No. of Personal Typewriters Bought In Past Five Years 
Zero 20% 
1 - 2 60% 
3 - 4 16% 
5 - 6 
7 - More 4% 
100% 
TABLE B2 
Usage of Personal Typewriters Bought 
Did Not Classify 20% 
Home Personal Use 35% ) 
) 56% 
Home Office Use 21% ) 
) 45% 
Personal Office Use 24 % ) 
100% 
TABLE B3 
No. of Personal Copiers Bought In Past Five Years 
Zero 32% 
1 - 2 61% 
3 - 4 7% 
5 - 6 




Usage of Personal Copiers Bought 
Did Not Classify 32% 
Home Personal Use 13% 
38% 
Home Office Use 25% 
56% 
Personal Office Use 31% 
100% 
TABLE B5 
No. of Personal Fax Machines Bought In Past Five Years 
Zero 29% 
1 - 2 66% 
3 - 4 5% 
5 - 6 
7 - More 4% 
100% 
TABLE B6 
Usage of Personal Fax Machines Bought 
Did Not Classify 29% 
Home Personal Use 9% ) 
) 34% 
Home Office Use 25% ) 
) 62% 




No. of Personal Computers Bought In Past Five Years 
Zero 34 % 
1 - 2 48% 
3 - 4 11% 
5 - 6 4% 
7 - More 3% 
100% 
TABLE B8 
Usage of Personal Computers Bought 
Did Not Classify 34% 
Home Personal Use 19% ) 
) 43% 
Home Office Use 24 % ) 
) 47% 
Personal Office Use 23% ) 
100% 
TABLE B9 
No. of Laptop Bought In Past Five Years 
Zero 76% 
1 - 2. 18 % 
3 - 4 4% 
5 - 6 




Usage of Laptops Bought 
Did Not Classify 76% 
Home Personal Use 11% ) 
) 20% 
Home Office Use 9% ) 
) 13% 
Personal Office Use 4% ) 
100% 
TABLE B11 
No. of Cordless Telephone Bought in Past Five Years 
Zero 42% 
1 - 2 54% 
3 - 4 4% 
5 - 6 
7 - More 
100% 
TABLE B12 
Usage of Cordless Telephone Bought 
Did Not Classify 42% 
Home Personal Use 40% 
56% 
Home Office Use 16% 
18% 
Personal Office Use 2% 
100% 
TABLE B13 
No. of Mobile Telephone Bought In Past Five Years 
Zero 
1 - 2 
3 - 4 
5 - 6 
7 - More 
TABLE B14 
Usage of Mobile Telephone Bought 
Did Not Classify 
Home Personal Use 
Home Office Use 














Channels Through Which Personal Typewriters 
Were Bought And will Likely Be Bought 
Past 
Never Bought/Will Not Buy 15% 
Direct Sales 16 % 
AV Shops 11% 
Book & Stationery Stores 3% 
Department Sores 3% 
OA Shops 41% 




Channels Through Which Personal Copiers 
Were Bought And Will Likely Be Bought 
Past 
Never Bought/Will Not Buy 35% 
Direct Sales 33% 
AV Shops 4% 
OA Shops 23% 




















Channels Through Which Personal Fax Machines 
Were Bought and Will Likely Be Bought 
Past 
Never Bought/Will Not Buy 28% 
Direct Sales 28% 
CSL/Phone Shops 8% 
AV Shops 3% 
OA Shops 25% 




Channels Through Which Personal Computers 
Were Bought And Will Likely Be Bought 
Past 
Never Bought/Will Not Buy 33% 
Direct Sales 14% 
CSL/Phone Shops 2% 
OA Shops 3% 





















Channels Through Which Laptops 
Were Bought And Will Likely Be Bought 
Past 
Never Bought/Will Not Buy 74% 
Direct Sales 5% 
AV Shops 2% 
OA Shops 5% 




Channels Through Which Cordless Telephones 
Were Bought And Will Likely Be Bought 
Past 
Never Bought/Will Not Buy 41% 
Direct Sales 5% 
CSL/Phone Shops 20% 
AV Shops 16% 
Book & Stationery Stores 2% 
Department Stores 2% 
OA Shops 4% 






















Channels Through Which Mobile Telephones 
Were Bought And Will Likely Be Bought 
Past 
Never Bought/Will Not Buy 61% 
Direct Sales 14 % 







Neither Nor 13% 
Important 57% 
Very Important 28 % 
100% 
TABLE 02 

















Wide Selection Of Brands 





Strongly Agree 36% 
100% 
TABLE 04 
Best Brands of Personal Typewriters 









Best Brands Of Personal Copiers 






Best Brands Of Fax Machines 

























Best Brands Of Personal Computers 













Best Brands of Laptops 

















Best Brands Of Cordless Telephones 






Best Brands Of Mobile Telephones 





































































































































































































































































































































































































































































































































































































































































































































































































































































































TABLE E 1 
Preferred Locations For Personal Specialty Shops 
No Preference 4% 
Landmark/Exchange Square 23 % ) 
) 
Harbor City/Tsimshatsui 30% ) 76% 
) 
Causeway Bay 23% ) 
Mongkok 19% 
Tsuen Wan 1% 
100% 
TABLE E2 
Select The Machines Oneself Without Interference 
Unimportant 2% 
Neither Nor 31% 
Important 54 % ) 
) 67% 
Very Important 13% ) 
100% 
TABLE E3 
Must Have Hands On Experience 
Unimportant 7% 
Neither Nor 29% 
Important 48% 
64 % 











Enjoy Shopping Around And Visiting Different Shops 
Strongly Disagree 7% 
Disagree 14 % 
Neutral 32% 
Agree 34 % 
47% 
Strongly Agree 13_% 
100% 
TABLE E6 
Salesman To Do Demonstration 
Unimportant 30% 
Neither Nor 27% 
Important 25% 
43% 











Must Not Be Time Consuming 
TABLE E8 































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Customer's Confidence Level On Personal 
Business Equipment Specialty Shops 
Confident 2% 








Products Bought From Personal Business 
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